The survival rate of small businesses operating in the Australian building maintenance industry (SBBM) has been decreasing due to high competition. Some researchers identify the delivery of high levels of service quality as a differential strategy that can improve small business chances of survival. The objective of this study is to examine the nature of the relationships between the quality of service delivered by SBBM and the satisfaction and repurchase intention of Australian households. Additionally, provide a dimension-specific analysis of the relationship between the quality of service delivered by SBBM and the satisfaction and repurchase intention of Australian households. In order to achieve the objectives of the study, a self-completion questionnaire measuring instrument is mailed to 667 potential participants selected using simple random sampling. The measuring instrument consists of 26 questions based on the SERVPERF model. A total of 200 complete and accurate questionnaires are returned. The relationships among the main constructs of the study are tested using correlational research design. The study concludes that customer satisfaction mediates the relationship between service quality and repurchase intention. It also concludes that SBBM can achieve high levels of service quality and repurchase intention by focusing and investing in the reliability, assurance and empathy factors of service quality. The results of this study are only applicable to the Australian residential market and may not be universally applicable, which is considered a limitation.
Introduction

Research Problem
Small businesses that specialises in building maintenance (SBBM) are key contributors to the Australian economy. As of June 2012, there were 168,724 SBBM that accounted for 97.7% of all construction businesses (ABS, 2013) . They employed 42% (or 394,956) of the total construction work force, generated 43% (or $132b) of the total construction income, and 70% (or $21b) of the total construction profit.
However, SBBM survival rate has been decreasing reaching 67% in June 2013 compared to 90% in June 2010 (ABS, 2015) , which can have negative economical, financial and social impacts on individuals and society (Kuratco, 2009) . Some researchers have identified market competition as a major cause for this trend (Gill & Bigger, 2012; Mahamid, 2012; Moy & Luk, 2003) . Researchers (Maclaran & McGowan, 1999; Rapert & Wren, 1998) concluded that a small business very survival depends on adopting differential strategies that lead to a competitive advantage. Developing a unique and sustainable approach to high service quality based on understanding customer expectations is recognised as a key differential in an increasingly competitive building maintenance industry (Fraser, 2014) .
High service quality places organisations at a competitive advantage because they have a better chance of achieving customer satisfaction (Oliver, 1997) , and retaining customers (Brady, Cronin, & Brand, 2002) . In order for SBBM to achieve a competitive advantage and improve their chances of survival they have to establish a better understanding of how their customers perceive service quality and the dynamics of its relationships with consumer satisfaction and behaviour intentions (repurchase intention) (Rust & Oliver, 1994) .
The objective of this study is to examine the nature of the relationships between the quality of service delivered by SBBM and the satisfaction and repurchase intention of Australian households. Additionally, provide a dimension-specific analysis of the relationship between the quality of service delivered by SBBM and the satisfaction and repurchase intention of Australian households.
Research Questions
In order to achieve the objectives of this study, the following four research questions are adopted: 1) Is there a relationship between the quality of service delivered by SBBM, and customer satisfaction as perceived by Australian households?
1a. What influence do the five factors of service quality have on customer satisfaction as perceived by Australian households?
2) Is there a relationship between the quality of service delivered by SBBM and repurchase intention as perceived by Australian households?
2a. What influence do the five factors of service quality have on repurchase intention as perceived by Australian households?
3) What is the relationship between customer satisfaction and repurchase intention as perceived by Australian households?
4) Does customer satisfaction as perceived by Australian households mediate the relationship between the quality of service delivered by SBBM and the repurchase intentions of Australian households?
Contribution
This study has practical and theoretical contributions. Practically, it provides managers of SBBM with recommendations on how to deliver high levels of service quality. A dimension-specific analysis of the relationship between service quality and customer satisfaction provide SBBM managers with a greater understanding of customers' preferences to high levels of service quality and customer satisfaction, therefore improve their business chance of survival. Theoretically, this study contributes to the body of knowledge by examining the nature of the relationship among the constructs of service quality, customer satisfaction and repurchase intention in the context of residential building maintenance in Australia.
The Context: Small Business in the Construction Industry
This study measure the service quality performance of small businesses that specialises in reactive maintenance. According to ABS (2009), small business is defined as an actively trading business that employs between 0 and 19 employees. Reactive maintenance is maintenance work that is usually conducted after a breakdown of a building component (Lai & Pang, 2010) . The customers for this study are drawn from Australian households. Forsythe (2007) characterises Australian households to be predominantly owner-occupiers, who purchase for personal needs and are occasional users of maintenance services which strengthen their contextual need for service quality. Parasuraman, Zeithaml, and Berry (1985) define service quality as the difference between customer expectations and actual service performance on the basis of evaluating both the outcome of the service and service delivery process. The marketing interest in service quality is obvious because low service quality places organisations at a competitive disadvantage potentially driving away customers that might otherwise be loyal and then have to spend a greater amount of money to attract new customers who may ultimately leave after experiencing the service (Lovelock, Patterson, & Wirtz, 2011) . In contrast, high service quality places organisations at a competitive advantage because they have a better chance of achieving customer satisfaction (Oliver, 1997) , and customer retention (Brady et al., 2002) .
Literature Review
Service Quality
Service is a construct characterised by four unique features: intangibility, heterogeneity, inseparability of production and consumption (Parasuraman et al., 1985) as well as perishability (Hope & Muhlemann, 1997) . Services are intangible because they are based on personal performance and can't be mechanically manufactured in advance (Lovelock et al., 2011) . Therefore, services can't be measured, counted, inventoried, or examined before sale to ensure quality. This characteristic poses great problems to service providers in communicating what they exactly offer to their customers, resulting in the customer's inability to assess the service until it has been consumed (Redman & Mathews, 1998) . Services are inseparable because they involve simultaneous production and consumption. This means that the quality of the service is assessed during the delivery process rather than upon receipt of the final product (Forsythe, 2007) . In contrast, physical goods are produced first, sold ijbm.ccsenet.org
International Journal of Business and Management Vol. 11, No. 12; and finally consumed. Due to the inseparability of production and consumption, services can't be produced in advance, stored, and later sold (Zeithaml, 1988) . The heterogeneity of services, especially those with a high or medium labour content such as building maintenance, stems from the personal involvement of both service providers and customers resulting in variances in performance from provider-to-provider, from customer-tocustomer, and from day-to-day making services difficult to standardize (Parasuraman et al., 1985) . Perishability means that services can't be produced, stored and later made available for sale. Frequently, it is difficult to adequately match up demand and supply items like building maintenance works (Siu, Bridge, & Skitmore, 2001 ).
Maloney (2002) conceptualises construction as a hybrid process that produces both physical product and service components. Kagioglou, Cooper, and Aouad (2001) emphasized that the traditional measures of the performance of construction projects based on time, cost and quality are not sufficient to assess their actual performance. They stress that performance measurement must take into consideration both the quality of the final product as well as the product delivery process.
Dimensions and Measurement of Service Quality in Construction
Examining service quality and its relationship with relevant constructs requires the identification of service quality dimensions that are important to customers in measuring overall satisfaction. This help service providers better understand which dimensions comprise service quality and yield insight towards more effective ways of improving service quality. Parasuraman et al. (1988) developed a multi-dimensional service quality measurement tool, SERVQUAL, which comprises of five dimensions: tangible, reliability, responsiveness, assurance, and empathy.
Tangibility deals with the appearance of elements, such as facilities, equipment, and service personnel. Reliability is the service provider's ability to execute the promised service accurately and dependably. Responsiveness is the service provider's promptness and helpfulness in providing the service. In the event of a service failure, the ability to recover promptly with professionalism can create very positive perceptions of quality. Assurance is the service provider's staff competency, courtesy, credibility, and effective communication with the customer. Finally empathy is easy access through convenient working hours, good communications, customer understanding, and individualised attention. This measurement tool consists of 22 item pairs that form the expectations and performance scales. The Parasuraman et al. (1988) model suggests that customers' assessment of service quality is based on the gap between their expectations and the performance delivered by a service provider.
Customer Satisfaction
Rai (2013) defines satisfaction as the buyer's subjective comparison of pre-purchase expectation and the actual performance following the consumption of the service or product. This definition implies that what could make one buyer pleased does not necessarily make another pleased (Forsythe, 2007) . Kotler (2000) defines customer satisfaction in the construction industry as meeting or exceeding customer expectations.
The concept of customer satisfaction has attracted much attention among academics in various contexts like insurance (Srivastava & Rai, 2013 ), banking (Caruana, 2002 , healthcare (Boshoff & Gray, 2004) , aged care (Leventhal, 2008) , and construction (Forsythe, 2007) . There is significant evidence in the literature that supports the relationship between the level of satisfaction reported by the customers of a business and its financial performance (Okoroh, Jones, & Ilozor, 2003) . Evidence shows that high satisfaction generally leads to higher loyalty (Caruana, 2002) , repurchase intentions (Taylor & Baker, 1994) , increases word-of-mouth recommendation (Vandermerwe, 1994) , insulates customers from competition, and lowers the costs of acquiring new customers (Lovelock et al., 2011) , which in turn has a positive impact on profitability. Accordingly, customer satisfaction is important for businesses that want to achieve a competitive advantage (Cronin & Taylor, 1992) . It is frequently argued that customer satisfaction must be the main goal for all types and sizes of businesses (Morgan, Anderson, & Mittal, 2005) .
Repurchase Intention
Repurchase intention is defined as the individual's judgment about purchasing a service again (Taylor & Baker, 1994) . Competing businesses are becoming more appreciative to the importance of service quality and customer satisfaction and their contribution to business success. In general business research, service quality and customer satisfaction are well known for having key impacts on the formation of customers' purchase intentions (Taylor & Baker, 1994) . In this regard, less satisfied customers are less likely to repurchase a product or service while satisfied customers are more likely to make repeat purchases and become, or remain loyal (Lovelock et al., 2011) .
International Journal of Business and Management Vol. 11, No. 12; Repeat purchasing plays a key role in business profitability and success (Oliver, 1997) . This fact has attracted the attention of practitioners and academic researchers who are interested in exploring and explaining the concept of repurchase intention.
Previous Research
Research looking into the relationship among the constructs of service quality, customer satisfaction and behavioural intentions have been conducted by several authors in various settings, such as airlines (An & Noh, 2009) , life insurance (Srivastava & Rai, 2013) , telecommunication (Srivastava & Sharma, 2013) , service factory (Olorunniwo, Hsu, & Udo, 2006) , freight services (Molinari, Abratt, & Dion, 2008) , information systems (Chumpitaz & Paparoidamis, 2004) , travel golfers (Hutchinson, Lai, & Wang, 2009) , and technology (Ansari, Farooquie, & Gattoufi, 2016) .
In the field of construction, the SERVQUAL model has been used in empirical research to measure service quality in various contexts, such as, consulting Engineers (Samson & Parker, 1994) , UK construction professional (Hoxley, 2000) , mechanical and engineering maintenance services (Siu et al., 2001) , public projects in Singapore (Linga & Chong, 2005) , residential housing in Netherlands (Straub, 2010) , Public housing in Hong Kong (Lai & Lai, 2013; Lai & Pang, 2010) , building maintenance contractors in Zambia (Zulua & Chilesheb, 2010) , and construction projects in Thailand (Sunindijo, Hadikusumo, & Phangchunun, 2014) . The results of these studies varied in terms of the ranking of service quality factors' importance, which confirms (An & Noh, 2009) finding that the result of assessing service quality depends on the service context and where the service is provided. This implies that the findings from previous studies assessing service quality in the construction industry can't be applied to the context of this study, thus a clear understanding of Australian households' needs and wants is important for SBBM to effectively manage service quality, achieve customer satisfaction, encourage repurchasing, and increase their chances of survival.
Conceptual Framework
In this study, a conceptual framework is proposed that describes the nature of the relationship among the constructs of service quality, customer satisfaction and repurchase intention. The proposed model implies that delivering high quality service will result in high customer satisfaction, which in turn leads to high repurchase intention ( Figure 1 ). The conceptual model will also test the direct effect of service quality and its factors on repurchase intention (Figure 2 ). H2: Service quality is positively associated with repurchase intention.
H2a. The five factors of service quality are positively associated with repurchase intention.
H3: Customer satisfaction is positively associated with repurchase intention.
H4: Customer satisfaction mediates the relationship between service quality and repurchase intention.
Research Methodology
This study uses correlational research design. A self-completion questionnaire measuring instrument is used to examine the relationships between service quality of SBBM and the satisfaction and repurchase intention of Australian households. The measuring instrument consists of 26 questions divided into three sections: 1) Service Quality (20 questions), 2) Customer Satisfaction (3 questions), and 3) Repurchase Intention (3 questions). The service quality, customer satisfaction and repurchase intention measures are adopted from Sunindijo et al. (2014) , who used these measures to investigate the relationship among the same variables in the construction industry in Thailand. The formation of the questionnaire in this study is slightly modified to efficiently measure the perceived service quality, customer satisfaction and repurchase intentions of Australian households. A Likert-type scale is used in order to obtain responses to each of the survey questions. The scales contained six possible responses: from 1 (strongly disagree) to 6 (strongly agree). A 6-points Likert scale is used because it reduces skewness, follow normal distributions from Kolmogorov-Smirnov and Shapiro-Wilk statistics (Leung, 2011) , and has higher reliability compared to a 5-points Likert's scale (Chomeya, 2010 ).
The SERVPERF model is used to measure service quality. Cronin and Taylor (1992) , who investigated the nature of the relationship between service quality, customer satisfaction and repurchase intention in four industries suggested that SERVPERF, a performance-only instrument, had a greater efficiency, reliability and validity than SERVQUAL. In terms of efficiency SERVPERF uses the same five dimensions of service quality proposed by Parasuraman et al. (1985) : (1) tangibles, (2) reliability, (3) responsiveness, (4) assurance, and (5) Empathy, but uses only 22 items on the performance scale compared to SERVQUAL's 44 items on the performance and expectation scales. In terms of reliability and validity, the Cronbach's Alpha coefficients for service quality, customer satisfaction, and repurchase intention are 0.900, 0.948, and 0.943 respectively. According to Nunnally and Berstein (1994) , a Cronbach's Alpha coefficient greater than 0.70 is considered reasonably reliable.
The self-completion questionnaire is mailed to 667 potential participants, who are selected using simple random sampling because it provides the least bias and offer the most generalizability sampling design. Follow up letters are sent out to non-respondents two weeks after the initial mailing. The researcher's fax and email address are supplied to facilitate the process of responding to the questionnaires. (Sekaran & Bougie, 2013 ).
Results
Reliability of the Survey Instrument
To empirically examine the reliability of the survey instruments used in this study, Cronbach's alpha coefficients are calculated for each of the five dimensions of service quality and two outcome variables for customer satisfaction and repurchase intention using statistical software SPSS v.18.0. The calculated Cronbach's alpha coefficients (Table 1 ) are all greater than 0.70 and considered acceptable. SPSS v.18.0 is also used to answer the four research questions. 
Testing of Research Questions
In order to test research question #1, a simple regression analysis is performed to examine the relationship between service quality and customer satisfaction. In addition, a multiple regression analysis is performed to examine the influence of the five factors of service quality on customer satisfaction (research question #1a). The results for research question #1 are shown in (Tables 2 & 3) . The results for research question #1a are shown in (Table 4) . The results in (Table 2) show that the regression model is statistically significant (F (1,198) = 129.04, p = .00), and that 39.5% of the overall customer satisfaction is explained by service quality. The results in (Table 3) show that the B coefficient is 62.8% (statistically significant). This finding is consistent with previous studies (Cronin & Taylor, 1992; Parasuraman et al., 1988; Srivastava & Rai, 2013; Taylor & Baker, 1994; Zulua & Chilesheb, 2010) .
A multiple regression model is performed to examine the influence of the five factors of service quality on customer satisfaction. The results of the multiple regression analysis find that the factor of reliability exerts the ijbm.ccsenet.org
International Journal of Business and Management Vol. 11, No. 12; strongest influence on customer satisfaction followed by assurance, responsiveness, empathy and tangibles (Table 4) . These findings are consistent with previous studies (Berry & Parasuraman, 1991; Parasuraman et al., 1988; Rust & Oliver, 1994; Sunindijo et al., 2014) . However, it is important to note that the Tangibles factor shows a non-significant relationship with customer satisfaction. In order to test research question #2, a simple regression analysis is executed to examine the relationship between service quality and repurchase intention. In addition, a multiple regression analysis is executed to examine the influence of the five factors of service quality on repurchase intention (research question #2a). The results for research question #2 are shown in (Tables 5 & 6 ). The results for research question #2a are shown in (Table 7) . The results in (Table 5) show that the regression model is statistically significant (F (1,198) = 145.671, p = .00), and 42.4% of the repurchase intention is explained by service quality. The results in (Table 6) show that the B coefficient is 65.1% (statistically significant). This finding is consistent with previous studies (Boulding, Kalra,, Staelin, & Zeithaml, 1993; Parasuraman et al., 1988) . Table 7 shows the regression coefficient for each of the five factors of service quality. The regression coefficients indicate the influence of each of the five factors of service quality on repurchase intention. The coefficients indicate that the factors of reliability and assurance exert the strongest influence on the repurchase intention, followed by the factors of empathy, responsiveness and tangibles. It is important to indicate that the factors of responsiveness and tangibles not only exert the weakest influence on the repurchase intention, but also show a non-significant relationship with repurchase intention.
In order to test research question #3, the relationship between customer satisfaction and repurchase intention Australian households is examined using a simple regression method. The results for research question #3 are shown in (Table 8 & 9) . The results in (Table 8) show that the simple regression model is statistically significant (F (1,198) = 638.34, p = .00), and 76.3% of the repurchase intention is explained by customer satisfaction. The results in (Table 9) show that the B coefficient is 87.4% (statistically significant) which is the percentage by which customer satisfaction predicts repurchase intention. repurchase intentions. This result is consistent with a previous study by Taylor and Baker (1994) . In order to test research question #4, a multiple regression analysis is executed to examine the relationship between service quality, customer satisfaction and repurchase intention. The results for research question #4 are shown in (Table 10 & 11) . The results in (Table 10) show that the multiple regression model is statistically significant (F (2,197) = 350.462, p = .00) and 77.8% of the repurchase intention is explained by service quality and customer satisfaction. The results in (Table 11) show that the B coefficient for customer satisfaction is 76.8% (statistically significant) which is the percentage by which customer satisfaction predicts repurchase intention. The B coefficient for service quality is 16.9% (statistically significant) which is the percentage by which customer satisfaction predicts repurchase intention. In order to examine if customer satisfaction mediated the relationship between service quality and repurchase ijbm.ccsenet.org
International Journal of Business and Management Vol. 11, No. 12; intention, a multiple regression model is performed where service quality and customer satisfaction acted as independent variables and repurchase intention as the dependent variable. The model is found to be statistically significant. Customer satisfaction predicts repurchase intention by 76.8%, while service quality predicts repurchase intention by only 16.9%. When the direct relationship between service quality and repurchase intention was examined in research question #2 without considering customer satisfaction in the model, service quality predicted repurchase intention by 65.1%. This substantial drop in the percentage of service quality prediction of repurchase intention is due to the insertion of customer satisfaction in the model as an independent variable. This means that customer satisfaction does mediate the relationship between service quality and repurchase intention (Figure 2 ). This finding is consistent with previous studies (An & Noh, 2009; Choia, Chob, Leec, Leed, & Kim, 2004) . Figure 3 . The effect of customer satisfaction as a mediator between service quality and repurchase intention Table 12 shows a summary of whether the formulated hypothesis have been accepted or rejected. 
Testing of Hypothesis
Discussion
In this study, the factor of reliability exerted the strongest influence on both customer satisfaction and repurchase intention. Therefore, in order for SBBM to improve their chances of building a competitive advantage they must: first, provide its services at the time it promises to do so. Second, show sincere interest in solving customer problem. Third, produces error free records. Fourth, ensure that when they promise to do something by a certain time, they do so. Fifth, performs the service right the first time.
Also, the dimensions of assurance and empathy were significantly correlated with customer satisfaction. The factor of assurance refers to the knowledge and politeness of employees and their ability to gain trust and confidence of customers. The factor of empathy refers to the individualized attention the business provides its customers in order to ensure they understand their needs. Accordingly, it can be said that the factors of assurance Vol. 11, No. 12; and empathy are significantly associated with human performance. Frontline personnel in building maintenance are a key part of the delivered service because they are the most visible element of the service. They represent the service provider and contribute significantly to the quality of the service during the service delivery process. They, also, play a key role in understanding customer needs, customising the service delivery and building personalised relationships with customers. Therefore, the level of service that frontline personnel deliver can play a key role in role in achieving differentiation and advantage over competition.
Therefore, managers of SBBM should:
1) Ensure that they hire employees who enjoy dealing with people in a service role;
2) Motivate employees by building a friendly service environment and a fair reward system that celebrate achievement rather than punish poor performance;
3) Invest in training to improve employees' interpersonal and technical skills, and service knowledge, and; 4) Develop systems to monitor employee performance and take actions to correct any deficiencies.
The study found a significant relationship between customer satisfaction and repurchase intention which makes customer satisfaction one of the most influential constructs that drive repurchase intention. This implies that satisfied Australian households are more likely to reuse a SBBM than dissatisfied households. Service providers can deliver customer satisfaction by developing and implementing programs, such as customer relationship management and complaint systems (Cronin & Taylor, 1992) , and by delivering error free reliable service through training and empowering their staff (Botten & McManus, 1999 ).
Conclusion
Repeat purchasing plays a key role in the profitability and success of business. Managers of SBBM can achieve high levels of repurchase intention by focusing and investing in the reliability, assurance and empathy factors of service quality. Although the tangibles factor did not show a statistical significant relationship with customer satisfaction and repurchase intention, the managers of SBBM need to be aware that the five factors of service quality are interrelated. In other words, if a breakdown occurs in one factor of service quality, it may lead to negative perceptions in the other factors of service quality.
The sample used in this study was randomly selected from 24,172 households, who live in the inner western suburbs of Sydney, Australia. Hence, the results and conclusions of this study may not be generalizable to other contexts and may only apply to the Australian residential market.
Nevertheless, the findings of this research provide various potential targets for future research. Therefore, the following recommendations for future research are made.
1) Examine the relationship among the constructs of service quality, customer satisfaction, repurchase intention and demographic information such as, gender, education, age, and income. A relationship between the main constructs of this study and demographic information was found in a sporting (Kelly & Turley, 2001 ) and airline (An & Noh, 2009 ) contexts.
2) Examine the relationships between the service quality of SBBM, customer satisfaction and repurchase intention in other cultural settings.
